The leader's commitment is always to the company's future, and the intention has generally been to associate ideas in business management with novelty. The latest developments are constantly sought after, and history is scrapped. However, models and theories that have withstood the test of time may be very useful tools for today's manager. Discovering other leaders or academics who have faced similar problems before can serve to open up new perspectives. Knowing the evolution of strategy thus becomes a source of new ideas for the manager of the 21 st century.
The manager's profession is about experience, performing a duty and learning through action. But it is also about knowing certain theories and learning management techniques. This is why we talk of the "art and science of management".
Over the last 50 years we have witnessed an impressive collective effort to develop the administrative and business sciences. Both from the world of organisations and from that of academe, models and tools have been conceived and designed with the aim of helping managers to face their business challenges. From a variety of disciplines, economists, engineers, sociologists, philosophers, psychologists and anthropologists have investigated the complex and exciting phenomenon of the development of organisations.
The paradox is that all this knowledge, all this science, is surprisingly unknown and undervalued by today's managers and entrepreneurs.
Perhaps one of the most influential reasons for this lack of knowledge is the mistaken perception that in strategy ideas become obsolete or expire when new ones appear. Out of commercial interest, the view has spread that management models are like technologies: each new version overrides the one before. But when we take a historical perspective we can see that in strategy the new is built on the foundations of the old.
Sometimes the new is a development of an existing model, and on other occasions it is an idea that has arisen in opposition to the existing state of affairs through debate. Just like in other social sciences, ideas in business management evolve over time through an ongoing historical process. Consequently, professional managers should be acquainted with and know how to use all this accumulated science; they should know how to look
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Stages and debates in the evolution of strategy
As of the Industrial Revolution, with the appearance of the first factories using steam power, the main concern of management science (Frederick Taylor, Henri Fayol, Mary Parker Follett, etc.) was to improve production processes and organisational structure with a view to greater efficiency. It was not until 1962 that Professor Alfred Chandler published the book Strategy and Structure, in which he analysed the historical behaviour of large American enterprises and discovered that it is structure that follows strategy. In this way, the concept of "strategy" became consolidated within modern management theory and continued to develop in the following years through various stages and debates.
The beginnings of strategic planning (1960-1970)
The year 1965 was an important one for strategy, as it marked the beginning of several initiatives, in both the academic world and business. Two key books in the development of this field were published, one of them written by a group of academics and the other by the former vice-president of planning in an aviation company. At the same time, an oil corporation set up a team of economists, engineers and scientists to analyse future scenarios for industry and enterprise.
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-The same year saw the publication of Corporate Strategy, by Igor Ansoff, a Russian emigrant who did a PhD in mathematics in the USA and was vice-president of strategic planning at Lockheed Aircraft Corporation. Following his experience in the business world he joined the faculty at Carnegie Mellon, starting his academic activity by publishing this book.
-Also in the mid 1960s, but on the other side of the Atlantic, the oil company Shell organised a group of professionals who, led by Pierre Wack, developed a methodology to analyse future scenarios for the industry and the firm. The Shell Scenarios team was vindicated in 1973 and 1979 -during the oil crises -by the fact that they had warned senior management beforehand through their forecasts. At present, the SWOT model and the product-market matrix are two of the tools most frequently used by managers. Perhaps one of the main problems is precisely the excessive popularity of these models, which has led to their oversimplification and use (and abuse) in contexts and situations very different from those originally intended.
These models have been demonstrably useful for managers and have continued over the years, even though many of their users are unaware of the original models and their authors.
Business portfolios (1970-1980)
In the 1970s, management consulting was developed with the aim of helping major corporations in their strategic planning. Processes of growth and learning in organisations raised interest in several parts of the world, especially in the Nordic countries, and in various academic fields, such as psychology and philosophy. In 1985, Porter published Competitive Advantage, putting forward his model of the three generic strategies that companies can follow to achieve a position that will offer them an advantage over their competitors: cost leadership, differentiation and focus. According to Porter, firms that have tried to compete through low costs and differentiation simultaneously have failed, being left "stuck in the middle". He considers that it is a strategic error to want to do everything for all customers. In strategy, "no" is a very 
Resources and competences (1990-2000)
In contrast to the external view of the firm, in these years there is a resurgence in the resource-based perspective. This is an internal view of the firm, which is seen as a set of resources and capabilities that are the main source of its competitive advantage and its strategy. Towards the end of the decade, attention was given to innovation strategies and disruptive innovations.
-The first milestone in the resource-based view of the firm was provided by Edith Penrose, who in 1959 published her book The Theory of the Growth of the Firm, although it was not until 1984 that Birger Wernerfelt coined the name in his article "A Resource-Based View of the Firm". However, it was in the 1990s that the concept reached a wider audience through the books of Jay Barney, Margaret Peteraf, and Hamel and Prahalad. According to Barney, a graduate in sociology from Utah with a PhD from Yale, in order to turn these resources into sustainable competitive advantages they must be of great value, scarce and difficult to copy.
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-Gary Hamel and C.K. Prahalad met at the University of Michigan when Hamel was a rebellious PhD student and Prahalad a recently hired professor. They began to work together some years later, and in 1994 they published the book Competing for the Future. They consider that it is not enough to improve efficiency; rather, it is necessary to reinvent oneself, but if this future vision is to be more than just a dream it must be anchored in the firm's core competences, those capabilities that capture what an organisation does really well and is not easy for competitors to imitate.
-Gerry Johnson, emeritus professor at Lancaster University Management School and senior fellow of the UK Advanced Institute of Management Research (AIM), is co-author, together with Kevan Scholes, of one of the most popular handbooks on strategy, Exploring Corporate Strategy, which has several editions and a website for students and teachers. The cultural framework is a tool for analysing the firm's organisational culture, by attempting to find out how things are done in that organisation. Culture has a great influence on strategy, as it affects the attitudes and behaviours of groups with expectations, i.e., stakeholders. all companies try to innovate, some do so incrementally, and others do so disruptively.
The risk is that disruptive innovations, whether they originate from the low end of the market or a new market, may incorporate improvements in products or services that can progressively oust the sector's leading firms, who are concentrating on listening to and meeting the demands of their existing customers.
The resource-based school of thought is having an important influence within the academic world, but its impact is relatively low in the business world. One possible explanation is that it has not found a model to facilitate its dissemination among managers and entrepreneurs, nor a figure to popularise and spread its ideas. However, Clay Christensen's model on disruptive innovations has had a great following in the business world. Nevertheless, there is an ongoing debate on the scope and real meaning of disruptive business models, as this adjective has sometimes been employed to an abusive extent.
Innovation and new business models (2000-2010)
In this decade, a growing focus on innovation led to the recovery of the model developed by a rural sociologist who wanted to find out why Iowa farmers, among them his own family, were so reluctant to adopt innovations. At the same time, research was conducted on new models of innovation in firms and various approaches were taken to business models. In the current unfinished decade, there are two phenomena that are destined to transform organisations: globalisation of markets and digitisation of activities. Both are having a major impact on companies and generating a great number of theories and models. But there is insufficient historical perspective to know which of these models will be mere fads and which will be capable of standing the test of time due to their usefulness for company strategy.
In the debate on the transformation of companies that has arisen as a result of the digitisation of their activities, two opposing postures can be seen. On the one hand, a recently published study by MIT and Deloitte with a very explicit title ("Strategy, not Technology, Drives Digital Transformation") stresses the importance of strategy as opposed to technology in the digital transformation of companies. Meanwhile, from the west coast of the US, various companies and universities place emphasis on technology as a driving force for change in the digital transformation of organisations. This will undoubtedly be a debate to follow for enquiring managers in this second decade of the century.
An invitation to take action
This tour of the last 50 years of the evolution of strategy serves as an introduction to some of the more prominent models and the people who designed them; the mind behind the idea. More and more interest is being expressed in taking a fresh look at the models that have withstood the passing of time and have therefore proven their usefulness, in the face of the disappointment and scepticism engendered by the logic of fads in the market of management ideas, the promise of those strategic models that claim to be the total and different answer to everything that went before. But this does not seek to be a historical review leading to nostalgic contemplation, but rather an invitation to action.
Classics can and should coexist with the latest bestsellers on the manager's bookshelf.
The task of the leader is to read well, select these strategic tools appropriately and know how to apply them to the context of his or her organisation. We extend an invitation, then, to move on from theory to action, from models to corporate reality. But not all models serve for all contexts. The organisation and its circumstances are the key. It is the job of managers to select the right models to build each stage of its strategy. It is important not to try to take on too much, to be selective: to determine where, how and when the models set forth can best be employed. The idea is to adapt them to each organisation and develop applications to meet specific needs. The 21 st century
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